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Abstract 
 
This  study  explores  the  elements  of  service  quality  dimension  that  first  developed  by  Parasuraman, 
(1985)  and its influence  toward  customer  satisfaction.  In this research,  the author  added  one variable 
(Compliance)  despite  using original  5 dimensions  (Tangible,  Empathy,  Reliability,  Responsiveness  and 
Assurance).  The author uses this new dimension (CARTER)  due to the fact that the original dimension 
was obsolete in the author opinion. The additional variable, which is compliance, is related with culture 
and industry  of the research  object  and location.  Author  has chosen  Islamic  Banking  industry  as the 
research object. It was because service quality research barely used in this industry. 
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1.     Introduction 
 
Islamic  Banking  is a banking  activity  that  is consistent  with  the principle  of Sharia.  In Indonesia, 
Islamic Banking is really attractive for many banking players. Namely dozens of local and international banking 
players are taking chances. Company acquisition, FDR, and many other methods are being used to enter Islamic 
Banking market in Indonesia. Not to mention, local-commercial banking players are also opening their branches 
in Islamic Banking.  Take the example  of Bank Mandiri that open its branches  in Islamic Banking  under the 
brand of Bank Syariah Mandiri (BSM), Bank Rakyat Indonesia under the brand of BRI Syariah, Bank Central 
Asia under the brand of BCA Syariah and many more players in national scale to regional scale. 
 
2.     Literature Review 
2.1   Service Quality 
 
The definition  of service  quality  is often vary from person  to person  according  to the situation,  service 
quality definition  vary only in term of word used but the perceived  service delivery meets, excess or fails to 
satisfied  customer  expectations  (Cronin  and  Taylor,  1992;  Oliver,  1993;  Zeithaml,  Berry  and  Parasuraman, 
1993). The concept of service quality was introduce in 1980s when the firms realized that only quality product 
maintain competitive edge (Boshoff and Gray 2004). According to Parasuraman et al. (1985), the service quality 
is explained  as the comparison  between  service performance  and service expectation.  They proposed  service 
quality to be a function of perceived process quality, pre-purchase customer expectations and perceived output 
quality.  Base  on their  statement  of 1985,  service  quality  is checked  by the differences  between  customers’ 
perception of the service experience and their expectation of service. 
 
 
2.2   Customer Satisfaction 
 
Customer satisfaction is a key factor in formation of customer’s desires for future purchase (Mittal & 
Kamakura,   2001).   Furthermore,   the  satisfied   customers   will  probably   talk  to  others   about  their  good 
experiences. This fact, especially in the Middle Eastern cultures, where the social life has been shaped in a way 
that social communication  with other people enhances the society, is more important (Jamal & Naser, 2002).. 
Finally, several researches have been done on the relation between service quality and satisfaction: findings of 
some of these researches show that satisfaction results in service quality (Parasuraman  et al., 1988). Also, the 
research conducted by Sureshchandar  et al. (2002) shows that, there is a two-way relation between satisfaction 
and service quality.
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2.3   Research Framework 
 
According  to Kotler  Keller  (2012),  The service  quality  that influence  customer  satisfaction  is tangible, 
empathy,  reliability,  responsiveness,  and  assurance.  Parasuraman  (1988)  initiated  the  development  of  this 
dimension in his research. Initially, Parasuraman proposed 10 dimensions. After undergoing several researches, 
He  concludes  that  5 dimensions  are  the  more  suitable  for  the  framework.  Many  researchers  in developing 
Service Quality have used this framework. 
 
Othman  &  Owen  (2001,  2010)  was  developed  modified  framework  specialized  in  Islamic  Banking 
industry. They added new variable into the SQ. Their study said that this variable is more compatible for this industry. 
Hence, the author is adopting this framework to his research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure1. Conceptual Framework (Othman & Owen, 2010) 
 
 
2.4   Hypothesis 
According  Sekaran  (2010) Hypotheses  are derived  from the theory on which your conceptual  model is 
based and are often relational in nature. Based on framework  that has been illustrated,  the hypotheses  of this 
study are as follows: 
H1.         Compliance has significant influence on Customer Satisfaction 
H2.         Assurance has significant influence on Customer Satisfaction 
H3.         Reliability has significant influence on Customer Satisfaction 
H4.         Tangibility has significant influence on Customer Satisfaction 
H5.         Empathy has significant influence on Customer Satisfaction 
H6.         Responsiveness has significant influence on Customer Satisfaction 
H7.         Service Quality dimensions influence Customer Satisfaction simultaneously 
 
3.     Methodology 
3.1   Research Type 
 
Quantitative  research methodology  is applied in this research. Zikmund, et al (2010) defines quantitative 
business  research  as business  research  that  addresses  research  objective  through  empirical  assessments  that 
involve numerical measurement and analysis approaches. Quantitative researchers direct a considerable amount 
of activity toward measuring concept with scales that either directly or indirectly provides numeric value. The 
numeric values can then be used in statistical computations and hypothesis testing. 
 
3.2   Operational Variable 
 
Independent  variables are one that influences the dependent variable in either a positive or negative way 
(Sekaran,  2010). Independent  variables  in this research  are 6, which are Compliance,  Assurance,  Reliability, 
Tangibility, Empathy and Responsiveness. 
 
According  to Sekaran  (2010)  Dependent  variable  is the  variable  of primary  interest  to the  researcher. 
Through  the  analysis  of  the  dependent  variable,  it  is  possible  to  find  answers  or  solution  to  the  problem. 
Dependent variable in this research is Customer Satisfaction (Y).
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3.3   Measurement Scale 
 
The scale used in this study is ordinal scale. Ordinal scale is a ranking scale in which number are assigned 
to objects to indicate the relative extent to which the objects possess some characteristic.  Thus it is possible to 
determine whether an object has more or less of a characteristic that some other object. (Malhotra, 2010) 
In this study, the measurement  scale used is a Likert scale. Likert scale is a measurement  scale with five 
response  categories  ranging  from “strongly  disagree”  to “strongly  agree,”  which  requires  the respondents  to 
indicate a degree of agreement or disagreement with each of a series of statements related to the stimulus object 
(Malhotra, 2010). 
 
3.4    Population and Sampling 
 
Population in this research is the customer of Bank Muamalat Indonesia in Bandung region. According to 
BPS Bandung; Bandung citizen has reached the number of 2.4 million people (Bandungkota.bps.go.id). It is the 
capital city of West Java. The author believes that Bandung is the suitable representative city of West Java. As 
its nickname  called Paris Van Java (Paris of java), Bandung  has a good development  in economy  including 
finance industry. Beside, Bandung also is the city where BMI was born back in 1991. (Bankmuamalat.co.id).  As 
February 25
th 
2015, BMI’s Customer that actively used their account in BMI is 16.292 in Bandung branch. That 
is excluding the sub branches. 
 
 
In this research,  author used non-probability  sampling  as the sampling  technique.  Based on Sekaran 
and Bougie (2010:135), non-probability sampling is the sampling technique in which the elements do not have a 
known pre-determined chance of being selected as subject in non-probability sampling. Furthermore, researcher 
believes that purposive sampling is the most suitable one to be used in this research. Sekaran and Bougie (2010) 
state that purposive sampling confined specific types of people who can provide the desired information, either 
because they are the only ones who have it, or conform to some criteria set by the researcher. 
 
 
3.5   Data Analysis Technique 
 
In this research multiple regressions is used as data analysis technique. According to Hair (2010) said that 
multiple  regression  analysis  is  a  statistical  technique  used  to  examine  the  relationship  between  a  single 
dependent variable and a set of independent variables. The ever-widening application of multiple regression fall 
into two broad classes of research problem which are prediction and explanation. Prediction involves the extent 
to  which  the  regression  variate  (one  or  more  independent  variables)  can  predict  the  dependent  variable. 
Explanation  examines  the regression  coefficients  (their magnitude,  sign, and statistical  significance)  for each 
independent  variables  and  attempt  to  develop  a  substantive  or  theoretical  reason  for  the  effects  of  the 
independent  variables. Since the objective and the research problems of this research aiming the explantation 
and prediction results. 
 
4.     Discussion 
 
This study used three variables as the independent variable, which are; compliance, assurance, reliability, 
tangibility, empathy, responsiveness and one variable as the dependent variable, which is customer satisfaction. 
 
Table 4.16 
Model Summary
b
 
 
 
 
 
 
 
 
 
 
 
From  the results  show  that the adjusted  R square  in this research  is 0.797.  It means  that 79.7%  of 
customer satisfaction are affected by CARTER. While the rest, which is  of customer satisfaction are effected 
by others variable which are not included in this research.
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Table 2 Multiple Regressions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Processed primary data using SPSS 22, 2015 
Regression model that can be explained from the results in the form of regression equation as follows: 
Y = 0.144 – 0.084 X1 + 0.022 X2 + 0.132 X3 + 0.555 X4 + 0.315 X5 + 0.059 X6 
Those equations can explained as follows : 
a. The coefficient regression of Compliance has negative effect to customer satisfaction. 
b. The coefficient regression of Assurance has positive effect to customer satisfaction. 
c. The coefficient regression of Reliability has positive effect to customer satisfaction. 
d. The coefficient regression of Tangible has positive effect to customer satisfaction. 
e. The coefficient regression of Empathy has positive effect to customer satisfaction. 
f. The coefficient regression of Responsiveness has positive effect to customer satisfaction. 
 
5.     Conclusion 
 
Relating with the result of the descriptive analysis, multiple regression analysis and hypothesis test that 
has been done in the previous chapter, the author has come up with several conclussion. Which are: 
1. From 6 (six) independent variables, four variables (Compliance,  Reliability, Tangible, Empathy, and) 
that   have   significant   influence   toward   dependent   variable   (Customer   Satisfaction).   While   the 
Assurance  and  Responsiveness  variables  have  no  significant  influence  toward  dependent  variable. 
From  6 (six)  independent  variables,  five  variables  (Assurance,  Reliability,  Tangible,  Empathy  and 
Responsiveness) have positive correlation with dependent variable (Customer Satisfaction) while 
Compliance has negative correlation with dependent variable. The statistical test shows that Hypothesis 
1, Hypothesis  3, Hypothesis  4, Hypothesis  5 and Hypothesis  7 are accepted while Hypothesis  2 and 
hypothesis  6 are  not  accepted.  Therefore,  compliance  (X1)  has  negative  correlation  with  customer 
satisfaction(Y). 
The most influential dimension of service quality (CARTER) toward customer satisfaction is Tangible, 
while  the  least  influencial  is  Assurance.  Hence,  Compliance  influences  customer  satisfaction  in 
negative correlation. The decreasing of Bank Muamalat Indonesia customer satisfaction are caused by 
Compliance.  Tangible  and  Empathy  have  the  lowest  sig.  score  compare  to  other  variables,  while 
Assurance has the highest score. 
2. 79.7%  of Bank Muamalat  Indonesia  customer  satisfaction  (Y) is influence  by service  quality  (SQ), 
while the 20.4% of the influence comes from other factor(s)/variable(s)  that does not mention in the 
research. Base on customer perception, BMI has satisfied them by 79.7%. 
3. Using F test, we have a result that there is significant  influence  jointly/simultaniously  from service 
quality (CARTER) toward customer satisfaction. 
From the T test, we could find that there are some independent variables that have significant influence partially 
(Reliability, Tangible and Empathy), while the rest (Compliance, Assurance and Responsiveness) are not 
significantly-partially  influenced customer satisfaction.
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